Submitted：April 2, 2014 1 st Revision：September 9, 2014 Accepted：September 12, 2014 * 국립목포대학교 경영학과 교수 ** 광운대학교 경영학부 강사, 교신저자 *** 광운대학교 경영학부 교수 **** 아던트컨설팅 수석컨설턴트 Online brand communities have become a major component of marketing strategy given that these communities encourage participation and share the culture of Web 2.0 core concepts to Internet users. This study investigated the effects of social capital and knowledge quality on the success of online brand communities. A research model suggests that trust among members and the identification derived from social capital theory and knowledge quality influence individual community participation; knowledge quality also influences brand trust. In turn, community participation and brand trust develop brand loyalty. The model was empirically analyzed using structural equation modeling with data from online brand community members in Korea. The results indicate that identification and knowledge quality significantly affects brand trust and brand loyalty through community participation. This study provides a basis for developing a success model for online brand communities. Also, this study identifies a new role of knowledge quality in an online brand community context.
Introduction
The rapid popularization and development of the Internet has brought forth many changes in the marketing field. Various marketing strategies are developed by companies to take advantage of the Internet's encouragement of participation and sharing of the culture of core Web 2.0 concepts to users. Among these strategies, one of the most notable is using online communities ). Establishing communities related to their product brands enables enterprises to increase customer trust and loyalty at low cost (Wirtz et al., 2013 ).
An online brand community refers to a cyberspace that targets a specific brand and enables customers to interact through the sharing of experience with the brand and other interests. Online brand communities have recently been used by companies as a means of brand marketing for their products (Jang et al., 2008) . Successful online brand communities encourage positive attitudes toward a brand, build brand trust and customer loyalty, and ultimately maximize brand equity (Casaló et al., 2008; Laroche, 2013; Wirtz et al., 2013) ; thus, enterprises currently devote considerable attention to marketing via online brand communities (Hur et al., 2011) . 
Theoretical Background and Hypothesis Development

Online Brand Community Success
Brand community researchers agree that one of the main functions of a brand community is to build customer loyalty to a brand (Laroche et al., 2012) . Brand loyalty is defined as "a deeply held commitment to re-buy or re-patronize a preferred product/service consistently in the future, thereby causing repetitive same brand or same brand-set purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior" (Oliver, 1999, p.34; Chaudhuri and Holbrook, 2001, p.82) . The concept of brand loyalty is suggested as the ultimate dependent variable in brand marketing literature because enhancing such loyalty enables companies to earn more profits through reducing service costs, price premiums, and positive wordof-mouth (Gounaris and Stathakopoulos, 2004) .
In a brand community context, therefore, a number of studies have been performed to identify Social Capital, Knowledge Quality, and Online Brand Community Success 185 the determinants of brand loyalty (Laroche et al., 2012; Ahn and Kim, 2006 ). In the current work, we establish brand loyalty as a success variable of online brand communities.
Trust, an element that determines the nature of partner relationships in a relationship marketing context (Dwyer et al., 1987; Moorman et al., 1992; Morgan and Hunt, 1994) , has emerged as an important variable in brand literature (e.g., Chaudhuri and Holbrook, 2001; Laroche et al., 2012) . It is traditionally defined as a confident positive expectation regarding the behavior of others in situations that involve risk (Boon and Holmes, 1991; Lewicki et al., 1998) . Trust is critical to minimizing uncertainty (Gefen, 2000) and building long-term relationships (Morgan and Hunt, 1994) . Specifically in relation to marketing, brand trust is defined as "the confident expectations of the brand's reliability and intentions in situations entailing risk to the consumer" (Delgado-Ballester et al., 2003) ; this trust builds brand loyalty by creating highly valued exchange relationships (Morgan and Hunt, 1994; Chaudhuri and Holbrook, 2001; Laroche et al., 2012) and by reducing the uncertainty that gives rise to customer doubts in their trusted brands (Laroche et al., 2012) . Hiscock (2001, p.32) argues that "the ultimate goal of marketing is to generate an intense bond between the consumer and the brand, and the main ingredient of this bond is trust."
We therefore propose brand trust as another success variable of online brand communities and establish the following hypothesis： H1：Brand trust positively affects brand loyalty.
In online community studies, community participation has been treated as a dependent variable (e.g., Koh and Kim, 2004; Algesheimer et al., 2005; Casaló et al., 2008) . Community participation can be defined as users' voluntary behaviors as community members; such behaviors include providing valuable messages for others or replying to requests from help-seeking community members (Koh and Kim, 2004) , participating in joint activities, and acting volitionally in ways that the community endorses and that enhance its value for themselves and others (Algesheimer et al., 2005) . Because participation in the activities of online communities develops group cohesion, Casaló et al. (2008) argues that member participation is not only a key factor in ensuring community success, but also a crucial element in guaranteeing community survival. A number of studies suggest that participation in a brand community fosters consumer loyalty to the brand around which the community is developed (e.g., Koh and Kim, 2004; Casaló et al., 2007; Wirtz et al., 2013) . Koh and Kim (2004) indicate that enterprises can create and strengthen brand loyalty in community members who are committed to an online community because these individuals are frequently exposed to the various promotional services and events launched by the community provider. Zhou et al. (2012) affirms that committed participation and interactions among members reinforce consumers' brand experience and value, enhancing brand loyalty. In accordance with these considerations, we propose：
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Cheolho Yoon․Changkyu Kim․Sanghoon Kim․Il-Kyu Park H2：Community participation positively affects brand loyalty. Casaló et al. (2007) explain that because members' knowledge regarding a brand and its products increases through the activities carried out in online brand communities (e.g., interactions among community members), members that more actively participate become more familiar with brand products. According to trust literature, familiarity is crucial to creating trust (Gefen, 2000) .
During participation in community activities, the information presented by online brand community providers (i.e., through communication activities) fosters trust because such information facilitates dispute resolution, as well as the alignment of perceptions and expectations (Morgan and Hunt, 1994) . Thus, we propose the hypothesis： H3：Community participation positively affects brand trust.
Social Capital in a Community
Social capital refers to "a resource that is derived from the relationships among individuals, organizations, communities, or societies" (Bolino et al., 2002, p.506) . It facilitates interactions among organizational members and promotes a variety of pro-social behaviors in a community (Chow and Chan, 2008) ; thus, social capital has been frequently used as a theoretical framework in online community studies that explore positive individual behaviors in a community context (Yoon and Wang, 2011) . Although a variety of social capital variables (e.g., social interaction ties, trust, commitment, reciprocity, identification, and shared goals) have been proposed given the multi-faceted nature of social capital, the present study employs only trust among members and identification because these reflect the core concepts of interpersonal relationships and have been frequently used in social capital studies (Chiu et al., 2006) .
As a core variable of social capital, trust is key to inspiring the willingness of network actors to share resources. Nahapiet and Ghoshal (1998) suggest that when trust exists among people, they are more inclined to share their thoughts with one another and cooperate in shared activities. According to Inkpen and Tsang (2005) , another person or group of people" (Nahapiet and Ghoshal, 1998, p.256) . It is a condition wherein the interests of individuals merge with those of a group, thereby creating an identity that is based on these interests (Kankanhalli et al., 2005) . According to Kankanhalli et al. (2005) , identification provides a context for pro-social behavior by stimulating concern for collective interests, which integrate with an individual's own pursuits. In an online community environment, trust among members enables and determines the nature of interpersonal relationships (Lee et al., 2006) ; it therefore serves as a framework for community identification. Lin (2008) asserts that when participants trust other community members, they are more inclined to participate and feel a sense of belonging. Pai and Tsai (2011) confirm that an atmosphere of trust is an important mechanism that encourages the development of community identification. Therefore, we propose the following： H6：Trust among members positively affects identification.
Knowledge Quality in a Community
In online community literature, knowledge quality is regarded as a dependent variable (e.g. Chiu et al., 2006, Park and Oh, 2014) , but in knowledge management literature, it is an important factor in system use because it advances problem resolution and innovation knowledge, as well as decision making in work (Tongchuay and Praneetpolgrang, 2008) . In an online brand community context, knowledge quality can be regarded as the benefits perceived by online brand community participants (Wirtz et al., 2013) . Knowledge quality is a primary factor that enhances learning, especially if it is useful, upto-date, and accurate (Dholakia et al., 2009) . In an established online brand community, brandrelated and current knowledge facilitates members' learning about a brand (Wirtz et al., 2013) .
Brand familiarity ultimately forms trust in the brand (Gefen, 2000) . We therefore propose：
H8：Knowledge quality positively affects brand trust.
Research Model
The model for this research <Figure 1> is 
Measurements
Before developing the measurements we have (Gefen and Straub, 2005) .
As shown in <Table 3>, all the measurement items loaded considerably stronger on their respective factor than on the other constructs. which exceeded the recommended level of 0.60 (Bagozzi and Yi, 1988) . The AVE ranged from 0.75 (for trust among members and knowledge quality) to 0.88 (for brand Trust), which also exceeded the recommended level of 0.50 (Fornell and Larcker, 1981 
Discussion and Conclusion
We (Casaló et al., 2008 ). This study also shows that identification is significantly influenced by trust among members-an expected finding given that trust can serve as a framework for community identification. However, trust among members exerts insignificant influence on community participation.
Although previous researchers have argued that such trust directly affects members' voluntary behaviors, including knowledge sharing (Chiu et al., 2006; Fang and Chiu, 2010) , we derived findings to the contrary. This difference in results may be attributed to the fact that trust among members indirectly influences community participation through identification, seeing as trust among members is a core variable in forming identification. We performed mediation analysis (Sobel, 1982) to validate our assertions and derived a z-value of 9.78 (p < 0.01), a result that supports our arguments.
Second, knowledge quality plays a crucial role in the formation of members' trust in a brand. (Yoon and Wang, 2011) . Another strategy is to highlight a member as a core contributor to a brand community. Creating and maintaining a set of core and experienced individuals substantially contributes to the development and sustainability of an online community (Chiu et al., 2006 
Contributions and Implications
